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Build broadbased coalition! to: 

- enable credible, new spokespeople to fight proposed 
regulations 


fight Issue on economic grounds rather than to defend 
tobacco use 

raise noise level os over-reaching government regulation 


Complement and assist industry legal and legislative efforts 


Generate media attention on government intrusion on individual 
rights 


H. Messages 



“Keep the government out of my house, boat, car, workplace." 


o "The bureaucrats are at it again. They propose absurd 
regulations and then expect us to pay the price." 



"You don't have to be a smoker to be against die state OSHA. 
We don't need the government to tell us how to run our 
businesses, treat our employees or accommodate our 
customers." 

"We can’t afford unrealistic, expensive and intrusive 
government mandates, particularly in difficult economic times." 
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M. Tactics 

o Build new or adapt existing coalitions stressing individual or 
business rights. 


W 

O 

CO 

00 

C0 

C0 

o 

cn 

h 


Source: https://www.industrydocuments.ucsf.edu/docs/zzxj0000 
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- In Maryland, create dcw coalition starting with core 
participants in smoking group. 

In Washington, assess and expand existing coalition. 

— Check reporting requirements on grassroots coalitions. 

(If coalition contributors are public information, prepare 
coalition leaders and members for media inquiries.) 

o Send direct mail piece, one-page fact sheet to 10,000 or more 
potential supporter?. (A draft letter and list of potential 
audiences is attached.) Membership requires signing 
recruitment form with contributions requested but voluntary. 

o Where possible, use follow-up calls to solicit membership. 

o Coalition membership should includo a mix of key statewide 
organizations (Chamber, AFL-CIO, ACLU, Homeowners 
Association, NHB) and rack and file members (restaurant 
owners, retailers, bowling alley owners, community leaders). 

o Coalition should have non-tobacco oriented 

spokesperson/chairman and 1-800 number and P.O. Box. 
Spokesperson must have willingness and time to appear on talk 
radio shows, television public affairs shows, etc. 

o Research institution or local university professor should be 
asked to do economic impact analysis of proposed OSHA 
regulation. Focus should be on cost to business - both direct 
and lost opportunity. 

o Once coalition is established (150+ members or 15 statewide 
groups), aggressive media outreach plan should be implemented. 
To begin, need to have media kit with description of coalition, 
biography of chairman, fact sheet on issue, initial press release, 
ere. 

o Media plan should focus on: 

— Press conference and release on new coalition 
— Letters to editor, opinion articles 

Marketing to talk radio shows and other free media 


Source: https://www.industrydocuments.ucsf.edu/docs/zzxj0000 
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Release of economic impact report 

— Editorial board tour, emphasize and court weekly 
newspapers 

o Paid media tactics (television, radio, newspaper advertisements) 
should be considered depending on following factors: (0 need 
bo gain broader membership quickly; (ii) willingness to turn 
attention more publicly to tobacco industry sponsorship of 
coalition; and (lii) desire to attract attention of policymakers. 
Two initial options are: 

- Prepare television, radio and/or print advertisements 
now, but hold for use only when necessary or 
appropriate. 

- Design and place small advertisements for business- 
oriented weeklys with 1-800 number listed and 
membership coupon to attract broader membership. 


IV, Timing 

o weeks one and two 

- identify and recruit chairman 

- obtain or purchase mailing lists 

- have direct mail and attachments drafted, approved, 
printed 

- send out mail to possible coalition members (10,000+) 

- prepare media outreach list/ strategy with public relations 
vendor in state 

- prepare media kit 

media train, if necessary, coalition chairman 

- identify and recruit professor to prepare economic impact 
study 


Source: https://www.industrydocuments.ucsf.edu/docs/zzxj0000 
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— set up 1-800 number for coalition, print Mationary 

— use telephone bank to follow-up direct mail 

o week* three and four 

prepare draft op-ed pieces, letters to editor 

— hold press conference to announce new coalition 

— send out press release on coalition to newspapers 

throughout state 

— design print advertisement, etc. 

place print advertisement, if appropriate, in business 
weekly to publicize and broaden coalition membership 

— begin editorial board tour 

o weeks five and beyond 

— continue outreach to media 

— prepare and send out second direct mail piece 

— consider new research study or 'media book” to stage 
press conference around 


V. Budget (will vary depending on number of states targeted) 
o APCO fees/expeases 

- Initial coalition dev. (4-8 ks): $10,000 per month 

— Coalition maintenance (9 wks+): $5,000 per month 

o Coalition development 
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Mail to 10,000 at .75 per piece: $7,500 
1-800 number ($1.50 per call): $750 “ u ^* v 
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- Telephone solicitation: 

- Second mail piece: 

o Media outreach 

- Ip-state media consultant: 

- Media training of chairman: 

— Prepare media kits, etc.: 

— Produce tv, radio, print ads: 

— Print advertisement purchase: 
o Economic Impact Study 


$ 2,000 


$ 2,000 

-- | 

$3,000 per month'. 


$3,500 

$ 3,000 

$10,000 

$5,000 

$10,000 
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set up 1-800 number for coalition, print stationary 

- use telephone bank to follow-up direct mail 

o weeks three and four 

- prepare draft op-ed pieces, letters to editor 

- hold press conference to announce new coalition 

send out press release on coalition to newspapers 
throughout state 

- design print advertisement, etc. 

- place print advertisement, if appropriate, in business 
weekly to publicize and broaden coalition membership 

- begin editorial board tour 

o weeks five and beyond 

continuo outreach to media 

- prepare and send out second direct mad piece 

consider new research study or "media hook" to stage 
press conference aiouud 
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